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Proposed  Organizational  Structure  - LCS 


I.  Introduction 

At  LCS’s  request,  INPUT  was  asked  to  develop  a set  of  recommendations  on  how  LCS 
should  organize  its  business  management  activities.  In  developing  the  recommendations 
INPUT  was  requested  to: 

• Evaluate  organizational  alternatives,  assessing  strengths  and  weaknesses  against  LCS 
objectives. 

• Compare  LCS’s  organizational  options  to  those  taken  by  or  being  considered  by 
similar  organizations. 

• Recommend  a sales  and  marketing  structure,  including  responsibilities,  staffing  levels, 
types  of  personnel  and  relationships  with  other  LCS  units. 

• Address  the  broader  issues  of  the  sales  and  marketing  role  within  the  LCS  strategy. 

As  a first  phase  in  the  analysis,  INPUT  conducted  research  on  how  other  industry  leaders 
deal  with  these  issues,  the  strengths  and  weaknesses  of  their  approaches  to  business 
management,  and  the  potential  applicability  of  competitors’  approaches  to  LCS’s  business 
objectives  and  culture.  The  results  of  that  analysis  were  presented  to  LCS’s  executive 
management  on  July  6,  1994. 

This  report  focuses  on  specific  organizational  recommendations,  required  changes  in 
business  processes  and  the  issues  associated  with  transition  to  the  new  structure. 

• Chapter  III,  Delivery  Services , gives  INPUT’S  general  recommendations  for  how  the 
delivery  function  should  be  organized. 

• Chapter  IV,  Business  Management , gives  a detailed  description  of  the  proposed 
Business  Management  function. 

• Chapter  V,  Key  Processes , focuses  on  the  changes  in  processes  that  will  be  required  to 
successfully  implement  the  recommendations. 

• Chapter  VI,  Transition  Issues , provides  some  suggestions  on  how  to  transition  from 
the  current  environment  to  the  proposed  organizational  structure 
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II.  Organizational  Direction 

LCS  can  expand  is  revenues  through  the  addition  of  new  accounts  and  expansion  both  in 
terms  of  depth  and  breadth  of  services  provided  to  existing  accounts.  INPUT  believes 
that  in  the  long  run  using  the  Andersen/EDS  model,  where  the  delivery  manager  is  also  the 
account  manager  for  established  accounts,  is  probably  the  most  effective  organizational 
approach.  However,  combining  the  best  aspects  of  this  approach  with  LCS’s  culture  and 
installed  base  will  take  time.  INPUT  recommends  the  following  evolutionary  approach: 

• Concentrate  all  (or  as  many  as  possible)  professional  services  resources  under  a single 
unit.  Engineering.  In  addition,  charge  this  unit  with  the  development  of  the  “centers  of 
expertise”  concept  used  by  other  services  companies  to  cultivate  technical  specialties 
to  be  shared  across  new  and  existing  accounts.  These  should  include  areas  such  as 
network  design  & development,  client/server  technology,  project  management,  etc 

• Concentrate  all  operating  services  (or  as  many  as  possible)  into  the  Data  Center 
Services  organization,  making  it  the  center  of  delivery  for  ongoing  services. 

• Build  a new  Business  Management  function  to  house  marketing,  sales,  account 
management  and  related  support  services.  Charge  the  unit  with  the  objective  of 
refining  and  building  the  processes  and  the  team  to  move  in  the  direction  of  the 
Andersen/EDS  model. 


YLIT 


2 


Prepared  by  INPUT 


Proposed  Organizational  Structure  - LCS 


III.  Delivery  Services 

Exhibit  1,  Proposed  Functional  Organization  - Litton  Computer  Services,  gives  INPUT’S 
recommendations  for  the  overall  organizational  structure. 

The  two  key  delivery  organizations  to  support  the  commercial  market  are  Engineering, 
and  Data  Center  Services.  The  organizational  concept  is  that  these  organizations  working 
through  the  Business  Management  function  will  provide  a seamless  spectrum  of  services 
ranging  from  high-end  systems  integration  to  processing  services  for  all  of  Litton’ s 
commercial  accounts. 

• Data  Center  services  include  data  center  operations  and  facilities  management 

activities,  network  services,  desktop  services  and  help  desk.  This  would  give  it  the  full 
array  of  Litton's  capabilities  to  provide  ongoing  operational  support  for  clients,  and 
facilitate  the  delivery  of  transitional  outsourcing  and  client/server  based  services 


• Engineering  should  be  organized  to  encourage  the  development  of  key  technical 
specialties  that  will  be  required  to  support  new  technologies  and  lines  of  business. 
Whether  physically  co-located  or  not,  individuals  with  specialized  skills  in  common 
need  to  be  identified  and  developed.  The  exhibit  suggests  five  specialty  groups.  Over 
time  these  groups  should  form  the  building  blocks  required  to  implement  the  “centers 
of  expertise”  concept  currently  used  by  others  in  the  industry  to  optimize  there  use  of 
specialists  and  showcase  their  in-house  expertise. 
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IV.  Business  Management 

The  proposed  Business  Management  organization  (See  Exhibit  2)  is  the  most  radical 
departure  from  Litton’ s current  organizational  structure,  and  if  successfully  implemented 
should  become  the  engine  to  fuel  Litton’s  expansion  into  new  service  lines  and  markets. 
INPUT  recommends  that  that  this  organization  consist  of  a sales,  account  management, 
marketing  and  a proposal  support  function.  A brief  discussion  of  each  follows. 

• Proposal  Support  will  provide  support  services  for  both  new  sales,  and  for  the  sale  of 
new  or  expanded  services  to  existing  accounts.  This  organization  could  be  housed 
under  either  sales  or  marketing. 

• Field  Sales  will  focus  on  new  sales  as  well  as  selling  new  classes  of  services  to 
existing  accounts.  However,  INPUT  recommends  that  sales  be  organized  into  two 
groups. 

Technology  Sendees  focusing  on  the  sale  of  offerings  that  are  essentially  cross- 
industry in  nature;  e.g.  traditional  outsourcing,  transitional  outsourcing,  SI, 
professional  services  and  processing  services.  This  group  of  sales  people  should 
be  organized  on  a the  basis  of  geographical  territories  — presumably  California 
and  Texas  to  start. 

Vertical  Sendees  focusing  on  particular  vertical  industry  or  functional  specialties; 
e g.,  the  hospitality  industry,  reservation  systems  and  retail.  The  particular 
industries  selected  will  be  a function  of  the  approved  marketing  plan.  This  group 
will  presumably  function  on  a national  or  international  basis,  and  will  be  assigned 
“named”  accounts  within  the  territories  handled  by  technology  services  sales 
personnel. 

Both  types  of  sales  personnel  will  operate  on  a quota  and  be  incented  on  commission. 
However,  once  an  account  manager  is  assigned  to  a particular  account  it  will  be  up  to 
the  account  manager  to  decide  whether  to  “call-in”  a particular  sales  person  as  part  of 
a team  to  sell  additional  or  expand  existing  services  in  his  or  her  account.  (See  detailed 
discussion  in  Chapter  V ) 

• Account  Management  is  the  key  to  making  the  entire  concept  work.  An  individual 
account  manager  will  be  the  primary  interface  with  Litton  for  one  or  more  accounts 
with  regard  to  sales,  delivery,  issue  resolution  and  relationship  management.  Account 
managers’  sales  and  marketing-related  duties  will  include: 

Coaching  delivery  managers  from  the  Engineering  and  Data  Center  Services 
organizations  on  deepening  existing  services. 

Growing  account  managers  from  selected  delivery  managers. 
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Exhibit  2:  Proposed  Functional  Organization 
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Developing  an  account  plan  for  each  account  under  his  or  her  management. 

Coordinating  the  efforts  of  field  sales  for  selling  new  services  within  an  account. 

- Planning  and  coordinating  the  introduction  of  newly  sold  services  into  an  existing 
account. 

Account  managers  should  receive  significant  “goal-oriented”  incentive  compensation, 
but  should  not  be  commissioned,  per  se.  INPUT  recommends  that  incentives  be  based 
on  achieving  or  exceeding  the  revenue  and  profitability  targets  established  for  an 
account  by  the  account  plan.  Customer  satisfaction  or  quality  measurements  could 
also  be  used  as  part  of  the  incentive  determination  formula. 


• Marketing  will  fulfill  a variety  of  roles  ranging  from  providing  leadership  in  the 
generation  of  new  marketing  strategies  and  product  offerings  to  coordinating  the 
account  planning  process.  Specific  activities  would  include: 

Developing  and  maintaining  a market  plan;  including  descriptions  of  new  offerings 
and  plans  for  their  introduction  and  appropriate  market  forecasts. 

Coordinating  the  account  planning  process,  and  developing  and  maintaining  a 
standard  way  of  rating  the  opportunity  potential  of  new  and  existing  accounts. 

Working  with  account  managers  on  the  development  of  specific  plans  for  key 
accounts. 

Coordinating  the  account  rating/prioritization  process  * 

Establishing  LCS’s  market  positioning  through  promotion  and  advertising. 
Conducting  market  research  and  competitive  analysis. 

Providing  pricing  support  to  sales  and  account  management  for  new  proposals. 

* At  the  startup  of  the  account  planning  process,  every  existing  account  should  be 
reviewed  and  prioritized.  Prioritization  is  very  important  so  that  scarce  account 
management  and  sales  resources  are  not  wasted.  Qualified  personnel  to  fill 
account  managers ' positions  are  likely  to  be  the  gating  factor  in  the  beginning. 
Initially,  prioritization  can  be  a simple,  but  effective,  classification.  A team  effort 
between  sales,  marketing  and  delivery  management  could  be  mounted  to  simply 
divide  accounts  into  those  that  clearly  may  have  a high  potential  payoff  from 
account  management,  those  that  don  7,  and  those  that  will  require  further 
analysis. 
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Accounts  showing  little  opportunity  for  further  development  based  on  this  “ quick 
and  dirty  ” analysis  would  not  be  assigned  an  account  manager,  but  would  remain 
the  direct  responsibility  of  the  salesman. 

As  transition  to  the  new  organization  occurs,  marketing  would  be  assigned  the 
responsibility  of  developing  a more  refined  process  for  assessing  the  opportunity 
potential  for  new  accounts,  as  well  as  those  passed  over  in  the  initial  analysis  due 
to  a lack  of  proper  information.  A proposed  outline  for  that  process  is  contained 
in  the  following  chapter. 
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V.  Key  Processes 

For  the  organizational  concept  to  work  a number  of  processes  need  to  be  implemented  to 
ensure  that  sales  and  management  resources  are  deployed  on  the  best  opportunities  that 
support  Litton’s  business  direction.  The  key  processes  are: 

• Account  Planning  — to  provide  a rolling  assessment  of  how  existing  services  can  be 
expanded  in,  and  new  services  sold  to,  existing  accounts. 

• Account  Prioritization  — to  determine  which  new  accounts  and  existing  accounts 
could  benefit  from  the  account  management  approach,  and  therefore  will  be  assigned 
to  account  managers. 

• Sales  and  Delivery  — to  define  the  roles  of  sales,  marketing,  delivery  services  and 
account  management  during  the  sales,  transition  and  delivery  cycles. 

• Performance  Assessment  — to  evaluate  the  performance  of  the  business  management 
activity  at  meeting  business  targets  on  an  individual  and  collective  basis. 

A brief  discussion  of  each  of  the  processes  follows. 

A.  Account  Planning 

The  primary  responsibility  for  maintaining  a rolling  account  plan  for  existing  accounts 
would  belong  to  individual  account  managers.  Responsibility  for  managing  the  overall 
process  and  integrating  individual  account  managers’  plans  into  an  LCS  account  plan 
would  belong  to  the  head  of  Account  Management.  Account  plans  should  be  modified  as 
events  warrant;  i.e.  when  changes  in  the  client’s  environment,  and/or  the  availability  of 
new  Litton  offerings  or  professional  services  capabilities  would  indicate  the  need  for  a 
change.  Individual  account  plans  would  contain  the  following: 

• A brief  account  history. 

• The  account  manager’s  assessment  of  the  client’s  current  & future  business  activities. 

• Identification  of  key  buying  influences  and  their  general  area  of  interests. 

• Identification  of  competitors  and  their  strategies  for  working  the  account. 

• A synopsis  of  current  services  provided  by  Litton  (and  others),  including  revenue, 
costs  and  margins  where  possible. 

• Identification  of  potential  Litton  sales  initiatives  including  type  of  service,  time  frame, 
buyer  and  estimate  of  revenue  streams  and  costs  for  each  initiative. 

• An  assessment  of  customer  satisfaction  including  a list  of  specific  issues  and  proposed 
resolutions. 

This  information  should  be  maintained  in  an  account  information  data  base. 
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Once  an  initial  plan  for  an  account  is  “approved”  changes  to  the  plan  would  be 
accomplished  as  follows: 

• Descriptive  Material  - Account  managers,  without  requiring  an  approval,  should 
make  all  changes  to  keep  the  plan’s  descriptive  material  current,  resubmitting  changes 
formally  to  the  business  management  executive  group  on  a quarterly  basis. 

• New  Sales  Initiatives  - When  an  opportunity  arises  for  the  addition  of  a new  sales 
initiative  to  the  plan,  the  account  manager  should  prepare  the  appropriate  modification 
to  the  plan  and  submit  it  to  the  head  of  Account  Management  upon  completion. 

Account  managers  may  elect  to  seek  the  help  field  sales  in  analyzing  the 
opportunity  (particularly  if  they  intend  to  use  the  sales  function  as  part  of  the 
process  of  closing  the  deal)  but  are  not  required  to  do  so 

Account  managers  must  consult  with  delivery  managers  to  obtain  preliminary 
estimates  of  costs  and  availability  of  the  services  to  be  provided. 

Approval  by  the  head  of  Account  Management  would  make  the  change  in  plan  official, 
and  authorizes  the  account  manager  to  take  action. 

B.  Account  Prioritization 

As  mentioned  in  the  preceding  chapter,  initial  prioritization  of  existing  accounts  would 
probably  be  a “war  room”  effort.  However,  over  time,  a process  would  need  to  be  put 
into  place  to  continually  re-assess  existing  accounts  and  determine  whether  new  prospects 
have  sufficient  opportunity  potential  to  warrant  the  assignment  of  an  account  manager 
during  the  sales  process. 

Marketing  would  be  responsible  for  developing  and  managing  the  process.  However,  the 
entire  business  management  team,  including  sales  and  account  management  will  need  to 
participate  in  order  to  achieve  effective  results.  An  outline  of  the  process  follows: 

• High  probability  prospects  for  new  sales  would  be  submitted  for  prioritization  or 
assessment  as  they  are  identified  and  the  initial  offering  is  defined. 

• The  actual  evaluation  would  be  conducted  by  a team  representing,  sales,  marketing 
and  account  management. 

• Assuming  the  assessment  process  indicates  that  the  account  should  be  given  a high 
priority,  account  management  would  assign  an  account  manager  to  support  the  sales 
cycle.  The  assumption  is  that  the  individual  assigned  to  the  sales  effort  would  carry 
the  account  into  transition  and  implementation  if  the  deal  is  closed. 
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There  are  at  least  three  key  factors  that  should  be  included  in  the  prioritization  process. 

• The  potential  market  for  SI  and  outsourcing  services  (that  LCS  can  supply)  over  the 
next  24  months.  (The  analysis  should  distinguish  between  LCS’s  contribution  and  that 
of  its  partners.) 

• The  attractiveness  of  the  client/prospect  as  a key  account  in  a targeted  industry  or 
application  area. 

• The  probability  of  LCS  winning  the  business. 

Individual  opportunities  could  be  mapped  conceptually  as  shown  in  Exhibit  3.  In  fact, 

maintaining  such  a map  would  provide  a visual  way  of  communicating  the  overall  status  of 

Litton’ s target  opportunities. 


Exhibit  3 

Selection  of  Target  Opportunities 


Opportunity 

Size 


LCS  Target 
Opportunities 


LCS  Probability 
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NOTE: 

• The  largest  accounts  would  be  assigned  to  a dedicated  account  manager.  Smaller  high 
opportunity  accounts  would  be  grouped,  perhaps  some  by  industry  and  others  by 
geography.  Low  opportunity  accounts  would  not  be  assigned  an  account  manager  but 
would  be  remain  the  sole  responsibility  of  either  technology  services  or  vertical 
services  sales  personnel. 

• When  prospects  or  existing  accounts  are  assigned  an  account  manager,  account  plans 
would  be  developed  jointly  by  the  newly  assigned  account  manager  working  in 
conjunction  with  sales  person  handling  the  account.  Account  plans  should  include  as 
many  of  the  elements  discussed  in  section,  V-A,  Account  Planning,  as  possible,  even 
though  an  account  may  still  be  in  the  prospect  stage.  Involvement  of  delivery 
management  from  both  the  professional  services  and  processing  side  will  be  critical  to 
achieving  a first  “best  cut”  for  each  account  plan. 

C.  Sales  and  Delivery 

Assuming  that  Litton  adopts  the  recommended  account  assessment/prioritization  process, 
the  sales  and  delivery  process  would  vary  somewhat  on  the  basis  of  whether  the  account 
is: 

• New,  but  assessed  as  a significant  opportunity  — account  manager  assigned. 

• Existing,  and  assessed  as  a significant  opportunity  — account  manager  in  place. 

• New,  but  assessed  as  of  limited  potential  — no  account  manager  assigned. 

• Existing,  and  assessed  of  limited  potential  — no  account  manager  in  place 

Exhibit  4 provides  a general  outline  of  the  sales  and  delivery  process  for  each  of  these  four 
situations.  The  following  definitions  apply. 

• Sales  Process  — This  includes  lead  generation,  qualification,  proposal  development, 
close  and  the  coordination  of  contract  negotiations. 

• Transition/Delivery  — This  includes  activities  such  as  implementation  planning, 
delivery  (one-time  or  ongoing),  relationship  management  and  quality  assurance. 

• Sales/Marketing  — This  is  predominantly  the  sales  activity.  Marketing  has  been 
included  in  the  column  heading  to  reflect  its  role  in  pricing  and  support  to  proposal 
development. 

• Delivery  Organization  — This  could  include  either  Engineering,  Data  Center  Services 
or  both,  depending  on  the  products  and  services  being  offered. 

The  shaded  areas  in  the  exhibit  indicate  the  organization  that  takes  the  team  leadership 
responsibility  for  a particular  function. 
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Of  the  four  of  the  potential  situations,  a new  prospect  with  significant  potential  is  the  most 
complex.  Exhibit  5 provides  a more  detailed  discussion  of  specifically  who  does  what  in 
that  situation.  In  this  exhibit  under  the  Sales/Marketing  organization  (S)  and  (M)  are 
coded  adjacent  to  each  activity  to  indicate  which  organization  is  responsible.  As  with  the 
previous  exhibit  shaded  areas  indicate  which  organization  takes  the  leadership  role  for  a 
given  function. 


Exhibit  5 

Roles  & Responsibilities  — New  Accounts 


Function 

Sales/Marketing 

Account  Mgt. 

Delivery  Org.(s) 

Prospecting 

- Develop  lead  lists  (S) 

- Conduct  sales  calls  (S) 

- Qualify  (S) 

- Suggest  leads 

- Suggest  leads 

Proposal 

- Outline  proposal 

- Screen  for  size  of 
opportunity  (M) 

- Developed  detailed 
proposal  (S) 

- Price  proposal  (M) 

If  significant  opportunity 

- Assign  account  manager 

- Participate  in  proposal 
development 

- Provide  tcch  support/ 
resource  estimates 

Close 

- Refine  proposal  (S) 

- Coordinate  contracting 
team  (S) 

If  significant  opportunity 
- Support  sales 

- Support  Sales 

Transition 

- Introduce  account  team 

(S) 

- Support  transition 
process  (S) 

If  significant  opportunity 

- Manage  transition 
process 

- Establish  account 
relationship 

- Assign  delivery  staff 

- Develop  detailed  delivery 
plan 

Delivery 

- None 

If  significant  opportunity 
* Maintain  account 
rclationship/plan 

- Coordinate  delivery 

- Identify  new 
opportunities 

- Implement  delivery 

- Identify  new 
opportunities 

Detailed  processes  should  be  developed  for  each  class  of  prospect/client  to  show  how  the 
various  organizations  within  Litton  need  to  interact  in  the  sales  and  delivery  efforts. 

D.  Performance  Assessment 

The  primary  tool  for  assessment  of  account  management  function  under  this 
organizational  and  process  approach  is  determining  how  well,  the  organization  meets  its 
account  plans.  Aggregation  of  the  individual  account  plans  is  — in  effect  — Litton’ s two 
year  business  plan. 
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• INPUT  has  proposed  that  account  managers  be  compensated  on  the  basis  of  meeting 
their  plans.  This  being  the  case,  maintenance  of  these  plans  should  become  more  than 
an  academic  exercise.  Quarterly  review  of  progress  to  plan  and  ongoing  adjustments 
should  provide  a set  of  leading  indicators  as  to  how  well  the  business  management 
function  is  meeting  its  goals  overall. 

• Corresponding  sales  plans  would  provide  a comparable  measure  for  the  sales 
organizations. 

• Delivery  organizations  would  continue  to  be  measured  on  P&L.  However,  they  would 
become  significantly  more  dependent  on  the  Business  Management  function  for 
projections  of  resource  requirements. 
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VI.  Transition  Issues 

As  LCS  phases  into  a new  organizational  structure  there  are  a number  of  critical  transition 
activities  that  must  be  accomplished.  They  fall  into  several  categories. 

• Organizational  restructuring 

• Process  creation  or  reengineering 

• Staffing 

INPUT  recommends  the  following  with  regard  to  handling  the  issues  in  each  of  these 
areas. 

A.  Restructuring 

• Since  the  impact  both  organizationally  and  process-wise  is  significant,  LCS  should 
develop  a plan  to  “rollout”  the  organizational  concept.  In  other  words,  it  needs  to  be 
sold.  Objectives,  roles  and  processes  (along  with  supporting  logic)  should  be 
communicated  in  advance  to  the  majority  of  employees  prior  to  any  actual  re- 
alignment of  personnel. 

• The  creation  of  the  Business  Management  organization  is  the  second  step  Minimally, 
the  head  of  the  organization,  along  with  the  head  of  Sales  and  Marketing  and  Account 
Management  Should  be  named  (An  alternative  approach  would  he  to  defer  naming 
any  one  to  the  head  of  Account  Management,  and  identifying  instead,  the  first 
account  manager.  This  could  perhaps  be  someone  to  take  on  the  Hilton  account.) 

• Re-organization  of  the  delivery  services  organizations  would  follow.  An 
organizational  concept  should  be  designed  for  both  Engineering  and  Data  Center 
Services,  and  communicated  to  potentially  impacted  personnel.  As  a minimum,  a 
directional  intent  to  concentrate  services  in  these  two  units  should  be  communicated. 

Introduce  the  “centers  of  expertise”  concept  in  Engineering 

Reassign  desktop  services  and  help  desk  to  Data  Center  Services,  etc. 

B.  Process  Development 

There  are  a number  of  processes,  proposed  in  concept  here,  that  need  some  detailed 
design.  They  represent  a reengineering  of  some  of  Litton’ s existing  processes  and 
probably  should  be  treated  by  the  executive  team  as  a business  reengineering  effort.  This 
implies  a top  level  commitment  and  perhaps  some  outside  help.  However,  regardless  of 
how  it  is  accomplish  it  will  involve  a significant  commitment  of  time  on  the  part  of  the  top 
two  layers  of  management. 
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A “short”  list  of  processes  that  will  be  impacted  includes: 

• Account  Assessment 

• Account  Management 

• Account  Planning 

• Sales  Management 

• Pricing 

• Service  Delivery 

• Sales  & Account  Management  Compensation 

• Quality  Management 

• Business  Planning 

C.  Staffing 

• Account  Managers  — The  initial  set  of  account  managers  must  be  chosen  carefully  : 
the  acceptability  and  success  of  the  new  organization  will  be  highly  dependent  on  the 
initial  performance  of  account  managers.  The  concept  should  be  tested  by  selecting 
several  key  accounts  and  prototyping  the  concept.  Results  from  the  piloting  effort 
would  provide  input  to  the  process  reengineering  effort.  A small  initial  set  of  account 
managers  might  come  from  the  following  sources: 

Successful  sales  people  with  a delivery  management  background 

Program  managers  who  have  a demonstrated  ability  to  deepen/broaden  accounts 

Program  managers  who  appear  to  have  a sales  orientation. 

It  is  probably  critical  that  this  initial  set  of  account  managers  be  drawn  from  LCS’s 
ranks,  and  be  respected  within  the  organization. 

Outsiders  need  to  earn  respect  and  will  slow  down  implementation  of  the 
reorganization  while  they  attempt  to  learn  the  “ropes”. 

The  account  management  role  should  be  perceived  as  critical  and  a prime  driver  of 
LCS’s  business  initiatives  — the  equivalent  of  partner  in  the  “Big  6”. 

• Sales  Personnel  — The  existing  sales  force  can  probably  migrate  directly  into  Field 
Sales  - Technology  Services.  However,  some  special  training  may  be  required  to 
increase  awareness  opportunities  to  sell  the  newer  product  lines  and  offerings  related 
to  SI  and  client/server  opportunities.  Special  incentives  for  identifying  these 
opportunities  could  help  accelerate  LCS’s  penetration  of  these  markets. 

Selecting  individuals  to  fill  positions  in  Field  Sales  - Vertical  Services  will  poses  a 
different  problem.  To  be  successful  these  individuals  will  need  to  have  a fairly  deep 
understanding  of  the  industry  of  specialized  applications  they’re  targeting. 
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Such  individuals  may  already  exist  in  the  current  sales  team:  It  is  also  possible  that 
specialist  in  one  of  the  delivery  units  would  have  the  skills  and  be  interested  in  moving 
into  sales.  But,  unlike  the  account  management  side,  going  outside  for  a sales 
specialist  could  be  very  effective.  And,  might  offer  the  best  opportunity  to  “jump 
start”  sales  in  a targeted  industry  sector. 

• Technology  Specialists  — In  order  to  move  aggressively  into  transitional  outsourcing 
and  client/server  based  engagements  LCS  will  need  to  develop  or  grow  it’s  technical 
capabilities  in  a number  of  specialties.  This  talent  may  already  exist  within  the 
development  staff.  But,  assuming  the  business  management  function  is  successful, 
chances  are  the  number  of  various  types  of  specialists  will  be  inadequate.  INPUT  has 
already  suggested  that  groups  of  specialists  be  identified,  and  that  special  programs  be 
put  into  place  in  the  Engineering  function  to  develop  these  talent  pools  into  “centers  of 
expertise.”  But  chances  are,  the  talent  that  is  available  is  already  fully  engaged. 

To  supplement  the  existing  staff,  INPUT  recommends  a two-pronged  approach. 

Institute  an  internal  program  for  retraining  highly  motivated  Litton  professionals  in 
the  required  specialties. 

Adopt  an  aggressive  outside  hiring  program  targeted  at  proven  professionals. 

Both  approaches  will  require  an  investment.  To  attract  the  right  kind  of  people  from 
outside,  Litton  is  going  to  have  to  make  it  attractive  for  them  to  leaving  existing  positions. 
And,  in  addition  to  money,  these  type  of  professional  is  going  to  want  to  see  that  Litton  is 
committed  to  their  on-going  training  and  development.  Retraining  the  existing  staff  will 
raise  costs,  at  least  on  a short  term  basis.  In  either  case  the  investment  will  be  necessary  if 
LCS  is  going  to  demonstrate  its  technology  currency  in  both  what  it  delivers  and  how  it 
markets  it. 
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Clients  make  informed  decisions  more  quickly  and  economically  by  using 
INPUT’S  services.  Since  1974,  information  technology  (IT)  users  and  vendors 
throughout  the  world  have  relied  on  INPUT  for  data,  research,  objective  analysis 
and  insightful  opinions  to  prepare  their  plans,  market  assessments  and  business 
directions,  particularly  in  computer  software  and  services. 

Contact  us  today  to  learn  how  your  company  can  use  INPUT’S  knowledge  and 
experience  to  grow  and  profit  in  the  revolutionary  IT  world  of  the  1990s. 


Subscription  Services 

• Information  Services  Markets 

- Worldwide  and  country  data 

- Vertical  industry  analysis 

• Business  Integration  Markets 

• Client/Server  Applications  and 
Directions 

• Client/Server  Software 

• Outsourcing  Markets 

• Information  Services  Vendor 
Profiles  and  Analysis 

• EDI/Electronic  Commerce 

• U.S.  Federal  Government  IT 
Markets 

• IT  Customer  Services  Directions 
(Europe) 

Service  Features 

• Research-based  reports  on  trends, 
etc.  (More  than  100  in-depth  reports 
per  year) 

• Frequent  bulletins  on  events,  issues, 
etc. 

• 5-year  market  forecasts 

• Competitive  analysis 

• Access  to  experienced  consultants 

• Immediate  answers  to  questions 

• On-site  presentations 


Databases 

• Software  and  Services  Market 
Forecasts 

• Software  and  Services  Vendors 

• U.S.  Federal  Government 

- Procurement  Plans  (PAR, 
APR) 

- Forecasts 

- Awards  (FAIT ) 

Custom  Projects 


For  Vendors — analyze: 

• Market  strategies  and  tactics 

• Product/service  opportunities 

• Customer  satisfaction  levels 

• Competitive  positioning 

• Acquisition  targets 

For  Buyers — evaluate: 

• Specific  vendor  capabilities 

• Outsourcing  options 

• Systems  plans 

• Peer  position 

Other  Services 


Acquisition/partnership  searches 


INPUT  Worldwide 

Frankfurt 

SudetenstraBe  9 
D-35428  Langgons- 
Niederkleen 
Germany 

Tel. +49  (0)6447-6055 
Fax +49  (0)6447-7327 

London 

17  Hill  Street 
London  W1X  7FB 
England 

Tel.  +44  (0)  71  493-9335 
Fax +44  (0)71  629-0179 

New  York 

400  Frank  W.  Burr  Blvd. 
Teaneck,  NJ  07666 
U.S.A. 

Tel.  1 (201)801-0050 
Fax  1 (201)801-0441 

Paris 

24,  avenue  du  Recteur 
Poincare 
75016  Paris 
France 

Tel. +33  (1)46  47  65  65 
Fax +33  (1)46  47  69  50 

San  Francisco 
1881  Landings  Drive 
Mountain  View 
CA  94043-0848 
U.S.A. 

Tel.  1 (415)  961-3300 
Fax  1 (415)961-3966 

Tokyo 

Saida  Building,  4-6, 

Kanda  Sakuma-cho 
Chiyoda-ku,  Tokyo  101 
Japan 

Tel. +81  3 3864-0531 
Fax +81  3 3864^1114 

Washington,  D.C. 

1953  Gallows  Road 
Suite  560 

Vienna,  VA  22182 
U.S.A. 

Tel.  1 (703)  847-6870 
Fax  1 (703)  847-6872 


M&S  459/01  11/94 


MMkiMfM  % 1 ill! 
BfH|iBMfc  •:■■  'S^Sg 


mm 


